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The effect of implicit theories of beauty on the purchasing intentions of ugly food 
Abstract: This research aims to understand if implicit theories of beauty (incremental 
belief- beauty is something malleable - vs entity belief - beauty is something fixed) can 
alter the purchasing intentions of ugly food -that is food that has an unusual shape or 
colour and that frequently ends up going to waste. It was predicted that an entity theorist 
would purchase less ugly food than an incremental theorist, as the former aims at self-
signalling himself, while the latter would be more focused on the process and the ways to 
self-improve. As a result, beauty incremental theorists were likely to have a lower bias 
towards performance according to the aesthetic (negative aesthetic effect) compared to 
entity theorists. An experiment in which implicit theories of beauty was manipulated was 
conducted to test this prediction. Data analyses included an ANOVA and ANCOVA. 
Nevertheless, no relationship was found between implicit theories of beauty and 
purchasing intentions of ugly food, as well as, no connection was found between implicit 
theories of beauty and the negative aesthetic effect. Finally, the limitations and possible 
justifications for the result of this study were underlined, as well as, what future research 
can be developed. 
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1. Introduction  
According to the Food and Agriculture Organization, an estimated 1.3 billion tonnes of 
food is wasted globally each year, which represents one-third of the food produced for 
human consumption. Additionally, it is estimated that 25% of vegetables and fruit are 
discarded because they do not comply with retailers’ standards for their appearance. 
However, this process of discarding food may even start before the retailer. Throughout 
production, farmers can discard up to 30% of produce as it is not considered “pretty 
enough” to sell to the retailer (Berkenkamp & Nennich, 2015). Then, once the production 
of unattractive produce reaches the retailers, they are faced with the decision of what to 
do with abnormally shaped food. Most simply throw it out (34%), others offer steep price 
discounting (34%) or try to blend unattractive produce with other produce (11%) (Grewal, 
Hmurovic, Lamberton & Reczek, 2018). Lastly, once it reaches the consumers, research 
has proven that when faced with abnormality shaped fresh produce, their purchase 
intentions decrease (Loebnitz & Grunert, 2014). 
Not only is this costly for farmers, retailers and wholesalers – as this can harm their 
expected profits (Aubrey 2016) -, but it is also damaging for the environment, as most 
food waste ends up in landfills producing a large amount of methane, a powerful 
greenhouse effect. To address this issue, some retailers have promoted food that has an 
unusual shape or colour, also known as ugly food, by substantially reducing the selling 
price and/or positively framing its atypical appearance (Zamon, 2015). For instance, 
French retailer Intermarché and Whole Foods launched campaigns that celebrated these 
type of foods (Aubrey, 2016; Smithers, 2016).  
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In this paper, the focus will be consumer’s purchasing intentions, in other words, what 
factors can influence their purchasing and if there are managerial impactions that can be 
drawn to help retailers and wholesalers sell these products. 
Indeed, consumers expect a correlation between aesthetics and performance. Hence, they 
assume that the more attractive design is functionally superior (Chaiken & Maheswaran, 
1994), this leads to a negative aesthetic effect – a bias towards performance upon the 
aesthetic information (Hoegg, Alba & Dahl, 2010). Therefore, once consumers see 
unattractive produce, they believe it will taste worse or perform worse in terms of 
cooking. Additionally, consumers believe that the consumption of unattractive food can 
act as a self-diagnostic signal (Gao, 2009), which negatively affects how they perceive 
themselves and, therefore, affects their willingness to purchase them. Furthermore, 
research has also shown that there is an aesthetic premium - “what is beautiful is good” 
stereotype -, observed in person-to-person interactions and products (Bloch, 1995; Liu, 
2017), which leads to an even higher aversion for unattractive produce. However, what 
impacts this aversion towards ugly food? Can the way consumers perceive ugly food be 
influenced by certain beliefs that are intrinsic to each person? That is, would a certain 
person be more willing to purchase ugly food than another? 
Undeniably, it is deeply important to understand the consumers’ motivations with regards 
to beauty and aesthetic. According to implicit theories (Dweck, 1999), a person that 
believes that beauty is changeable and malleable is characterized by having an 
incremental belief, whereas someone that believes that beauty is fixed and cannot be 
changed has an entity belief. Nevertheless, implicit theories have been analysed in many 
other domains. For instance, on the domain of personality and brand, studies show that 
entity theorists use brand experiences as a self-signal, whereas incremental theorists are 
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unlikely to use brands as signals of the self, as well as being unlikely to have their self-
perceptions affected by a specific brand (Park & John, 2010). Moreover, research on the 
implicit theories of intelligence also led to similar conclusions, that when a trait is 
malleable it leads individuals to work harder at improving the trait, whereas the belief 
that a trait is fixed will be translated into signalling positive qualities to others or the self 
(Hong et al., 1999). A question arises once again: Can an entity theorist or incremental 
theorist be connected to the purchasing intentions of ugly food?  
Having this in mind, this research aims to study whether the type of implicit theory a 
person has (incremental or entity), with regards to beauty, can affect the purchasing 
intentions of ugly food. Additionally, it also intends to study if an incremental or entity 
theorist will more likely believe that an unattractive product has a lower functionality, 
which would lead to a lower willingness to pay for ugly food, than another consumer with 
the opposite belief. This bias of functionality, according to visual traits, is determined as 
the negative aesthetic effect (Hoegg, Alba & Dahl, 2010).   
This research will be important for two reasons: first, in order to reduce the food waste 
problem, a current topic in today’s society, which causes powerful greenhouse effects and 
damages deeply our planet, as well as the social variable that millions of people are 
undernourished while good quality food is going to waste due to its aesthetics. Secondly, 
this research will be able to provide real conclusions that managers and retailers will be 
able to incorporate in their businesses, leading to a higher volume sold of ugly food. 
Moreover, this research will contribute to the implicit theories’ literature in the scope of 
beauty, that has very little research done, as well as, adding a new insight of the research 
on ugly food by connecting it towards implicit theories. 
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2. Literature Review 
2.1 Ugly Food  
Ugly Food, in other words, food that has an unusual shape or colour, frequently ends up 
going to waste as most retailers do not accept selling these types of foods. Additionally, 
proprietors report observing clients expressly avoiding unattractive food (Grewal et al., 
2018). Indeed, it has been proven that there is a negative correlation between the abnormal 
shape of fresh produce and purchase intentions (Loebnitz & Grunert, 2014). Studies have 
established the existence of the “what is beautiful is good” stereotype, meaning that 
attractive individuals are evaluated as more socially skilled, intelligent, and more capable 
(Dion, Berscheid, & Walster, 1972; Eagly, 1991). This phenomenon is observed not only 
in person-to-person interactions but also in the perception of consumer products (Bloch, 
1995; Liu, 2017), hence, consumers are automatically averse to ugly food. Additionally, 
another important theory worth debating is categorization theory. According to this, 
products that resemble the custom or prototype in any category are attributed to more 
positive qualities than uncharacteristic goods (Bless & Schwarz, 2010). For instance, 
consumers are extremely used to fruit and vegetables, hence, they will prefer the norm of 
these type of products. Consequently, each deviation from the normal will be considered 
as suboptimal, with a negative impact on their product evaluations (Mandler, 1982).   
Other studies have also shown that consumers devalue ugly food because of altered self-
perception. By imagining the consumption of these products, it can act as a self-diagnostic 
signal which negatively affects how customers view themselves, which in turn will lower 
their willingness to pay for these products. In other words, consumers choose products 
that reflect who they are (Gao et al., 2009) and who they are not (Berger & Heath, 2007), 
that is, what they would like to become. On that note, it is very important to mention the 
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importance of the self in the purchasing decision. According to self-perception theory 
(Bem, 1972) and self-signalling theory (Bodner and Prelec, 2003), people make 
inferences about themselves based on observing their behaviours and concluding what 
attitudes must have caused it. When consumers choose more attractive products, it works 
as a means of self-affirmation (Townsend & Sood, 2012). Usually, negative self-
perception influences negatively the willingness to pay for the products (Grewal et al., 
2018), and attractive products reduce this negative self-perception. Therefore, it is 
expected that consumers do not opt for abnormal produce as it would negatively influence 
their self-perception.  
2.2 Aesthetics with regards to produce   
As further discussion in ugly food domain appears, it is deeply important to discuss 
aesthetic and beauty in this subject, as indeed, design and aesthetics are believed to be the 
extremely important attributes in the preference and choice of consumer goods (Zolli, 
2004). In fact, design can also be one of the best ways to self-affirm, being stronger than 
taste, brand, comfort, and ease. People prefer the most aesthetically pleasing option when 
self- affirming rather than the more expensive option or the higher quality (Townsend & 
Sood, 2012). Furthermore, choosing a highly aesthetic object has the same effect as a self-
affirmation manipulation, therefore, consumers generally respond in a more self-assured 
and confident manner after choosing a high aesthetic design. 
Usually, consumers expect a correlation between aesthetics and performance. Hence, they 
assume that the more attractive design is functionally superior (Chaiken & Maheswaran, 
1994). This is called a negative aesthetic effect, that is when there is a bias towards 
performance judgments, upon the presence of aesthetic information (Hoegg, Alba & 
7 
 
Dahl, 2010). Therefore, with regards to unattractive produce, it is expected that 
consumers that see these products expect a worse performance – in other words, a worse 
taste, or lower nutrients. Could it be that by altering the perception of beauty in ugly food, 
it altered how consumers perceived the product’s functionality and in turn increased the 
purchasing intentions of ugly food? 
2.3 Implicit Theories: entity or incremental perspectives in the Beauty Domain 
However, why are most consumers averse to ugly food? Indeed, it is fundamental to 
understand consumers underlying motivations for how they act, a possible reasoning can 
be explained with implicit theories. Implicit theories are the beliefs that people have about 
the nature of human characteristics, which in turn shapes their motivations (Dweck, 1999; 
Dweck & Legget, 1998). Individuals that believe traits such as intelligence, beauty and 
personality are fixed and stable are characterized as having an entity belief, whereas, 
individuals that assume that these traits are malleable and changeable, are characterized 
as having an incremental belief.  
As stated above, the beauty and aesthetic of ugly food can be an important factor in 
understanding consumer choices and purchasing intentions. Therefore, the implicit 
theories of beauty can help deepen the knowledge in this field. Nevertheless, in the beauty 
domain, not much research has been done regarding how implicit theories of beauty 
influences behaviour. One exception is Burkley et al (2014), who found that women with 
malleable beauty beliefs are more vulnerable to appearance concerns than with fixed 
beauty beliefs, since an idealized beauty standard can represent an unattainable goal. 
However, little is known on how implicit theories of beauty can affect consumer’s choice 
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of products, hence, it will be drawn a connection between implicit theories in other 
domains towards products choices and beauty. 
Entity theorists believe that consumers want to demonstrate their self-image and positive 
qualities through the products and brands that they own, in order to reflect who they are 
and to create a better impression (Park & John, 2010), whereas, people that have an 
incremental perspective seek products that help them pursue their goals to improve and 
learn new things (Murphy & Dweck, 2015). Research on implicit theories of intelligence 
has also shown that incremental theorists tend to increase the effort in challenging 
situations to overcome difficulties, which will lead to developing a certain skill or trait 
(Hong et al., 1999), whereas an entity theorist tends to attribute poor performance to lack 
of ability (Hong et al., 1999). Hence, the belief that a trait is malleable leads individuals 
to work harder at improving the trait, whereas the belief that a trait is fixed will be 
translated into signalling positive qualities to others or the self.  
As it has been mentioned previously, the aesthetic premium – “what is beautiful is good” 
– can work as a self-signalling for consumers, they identify with the ugly food at a 
personal level, becoming automatically averse to unattractive food. Therefore, it would 
be expected that an entity theorist would not purchase ugly food since these consumers 
enjoy having products that translate who they are (or would like to become) and ugly food 
has a negative connotation to the self-image. However, how would an incremental theorist 
respond to ugly food? 
Research on the domain of personality and brands demonstrates that consumers with an 
entity belief use brands as a self-signal, and for this reason, will perceive themselves more 
positively, whereas consumers with an incremental belief are unlikely to use brands as 
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signals of the self, and they are unlikely to have their self-perceptions affected by specific 
brand (Park & John, 2010). Hence, it can be expected that a consumer with an incremental 
perspective will not translate as much the beauty of ugly food into the perception of the 
self as a consumer with an entity perspective would. Additionally, past research has 
shown that while incremental theorists focus on process, entity theorists focus on the 
outcome (Levy, Stroessner & Dweck, 1998). Indeed, according to Dweck and Leggett 
(1988), entity theorists attribute outcomes more to ability and less to effort than do 
incremental theorists. An incremental theorist is concerned about competence acquisition 
- self-improving skills - hence, an individual would be more willing to attend to changes 
in performance. This means an incremental theorist would be more willing to purchase 
ugly food than an entity theorist, since the former would care about the process of the 
food and its quality for cooking and not necessarily the aesthetic at the time it is sold. 
Therefore, it would also be expected that an incremental theorist would not be as biased 
towards the negative aesthetic effect, described above as the bias towards performance 
judgments upon the presence of aesthetic information, as opposed to the entity theorist.  
To sum up, it could be expected that a consumer with an entity perspective, that aims at 
self-signalling himself, would purchase a product that is more aesthetically pleasing, in 
order to feel more self-assured and confident, while a consumer with an incremental 
perspective would not be as much affected by the necessity to feel self-confident 
according to what they purchase, and would be more focused on the process and 
functionality of the product, therefore, purchasing more ugly food. 
3. Hypothesis 
Considering everything discussed above, the hypotheses are formalized as follows: 
10 
 
H1 – The type of implicit theory a person characterizes to will influence the purchasing 
intentions of the ugly food. Specifically, it is expected that an entity theorist is more 
averse to ugly food than an incremental theorist 
H2 – It is expected that an entity theorist will be more influenced to the negative aesthetic 
effect – a bias towards performance according to the aesthetic - as opposed to an 
incremental theorist, therefore, purchasing less ugly food  
 
Figure 1. Conceptual framework 
4. Methodology  
4.1 Pre-test 
4.1.1 Sample 
Firstly, a pre-test was performed where the sample consisted of 60 participants (N = 60) 
from 25 nationalities1, where the most representative nationality was Portuguese, 
illustrating 36.7% of the sample. The gender distribution indicates 36.67% male and 
63.33% female2, while age distribution indicates a major concentration in the 18-24-year-
old group representing 63.33% of the cases3. 
4.1.2 Design and Procedure 
The aim and need of the pre-test was to verify if the stimuli of the implicit theories was 
effective, that is, according to the manipulation explained below,  if participants with an 
entity condition believe more strongly that beauty was fixed rather than with an 
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incremental condition. The questionnaire was written in both English and Portuguese, as 
a large Portuguese sample was already expected. 
Implicit theories of beauty: Participants were asked to read an article for an English (or 
Portuguese) reading comprehension, which was based on real-life articles from 
Psychology Today4. Participants were randomly assigned to one of two articles. 
Individuals in the entity condition read an article that pointed out that a person’s 
attractiveness was the results of their genes (e.g “In a beautiful face, we are really seeing 
the artistry of good genes”; “The rules of beauty cannot be changed”). Individuals in the 
incremental condition read an article which stated that there are tools within our reach to 
improve beauty (e.g “Getting enough beauty sleep is also something everyone can do to 
up their beauty quotient”; “Beauty can be malleable”).  
After reading the article, participants were asked to sum up the article in one sentence, in 
order to check for the comprehension of the text. Then, participants completed the implicit 
theory of beauty measurement. Here, it was adapted Dweck et al.’s (1995) implicit theory 
of intelligence and morality measures, with regards to beauty. It was followed Hong et al. 
(1999) approach, where it is only described items using an entity theory and it was not 
included any incremental theory items. As a matter of fact, incremental items appear to 
be more socially desirable than entity items, which could lead participants to be more 
likely to endorse incremental choices (Dweck et al., 1995), hence, the results would not 
be accurate. On a 7-point Likert scale, respondents indicated their level of agreement with 
the following statements (1=strongly disagree, 7=strongly agree): “Natural beauty does 
not change much over a lifetime—people who are born beautiful stay beautiful and people 
not born beautiful typically stay that way too.”; “A person’s level of natural beauty is 
 
4 Refence made in the Bibliography 
12 
 
something very basic about them and it can’t be changed much.”; “People who are born 
without natural beauty can’t do much to change that.”; “People can enhance their 
appearance, but they cannot really change their basic beauty.”5. 
4.1.3 Missing Data and Outliers 
SPSS was the software used to analyse the data. According to Pallant (2011), an outlier 
can be found by seeing the values outside of a boxplot range. For the measurement of 
implicit theories, it was not found any outliers6. Additionally, there was no missing nor 
incorrect data, analysed by the attention check in the manipulation.  
4.1.4 Reliability Analysis 
A reliability analysis was conducted based on the Cronbach’s alpha and the Cronbach’s 
alpha if an item is removed, in order to interpret the data accurately and to verify its 
internal consistency of the psychological scales. According to DeVellis (2003), 
Cronbach’s alpha is ideally bigger than 0.7, but values above 0.8 are even more desirable.  
In the current pre-test, the Cronbach alpha was precisely of 0.7.7 However, question 
number 4 leads to some uncertainty as for the first time it is mentioned “basic beauty”, 
instead of “natural beauty”, which could have caused individuals not to associate the two 
concepts. Therefore, given this reasoning, the Cronbach alpha was analysed with only 3 
items. Now, the Cronbach alpha was of 0.64, a slightly lower result than previously, 
however, according to Griethuijsen et al. (2014), given the small number of items 
presented in this study, it is normal for the Cronbach’s alphas to be lower. Hence, it is 
acceptable and justified to remove question number 4 from the test. Lastly, a t-test was 
performed8, with question number 4 removed, leading to a significant difference in the 
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scores for incremental (MIncremental = 2.82, SDIncremental = 0.94) and entity (MEntity = 3.40, 
SDEntity = 1.17; t(58) = 2.14; p = .04) 9. Therefore, after deleting the question number 4 
of the implicit theory of beauty manipulation, the manipulation proved to be working. 
4.2 Main Experiment 
4.2.1 Sample 
For the main experiment, the sample consisted of 215 participants (N = 215), from 32 
different nationalities10. This sample was gathered through a snowballing method, where 
potential participants are found and then asked to share this study with other possible 
participants, as well as, specific websites designed to share thesis questionnaires.  
The questionnaire was randomly assigned in order to have a balanced number of 
participants for each group. The most representative nationality was Portuguese, 
illustrating 66% of the sample. The gender distribution indicates 28.4% male, 70.2% 
female and 1.4% which preferred not to say11, while age distribution indicates a major 
concentration in the 18-24-year-old group representing 64.7% of the cases12. 
4.2.2 Design and Procedure 
This research employed a 2 (Entity vs. Incremental) X 2 (Unattractive vs. Attractive) 
between-subject design 13.  
Implicit theories of beauty manipulation: Previously, the pre-test was done to verify if the 
stimuli of the implicit theories were working correctly, that is, if participants with the 
entity condition were keener to believe that beauty was fixed rather than in the 
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incremental condition, in which the measurement was proven to be effective with a p < 
0.05. Therefore, the same manipulation was used as described above (α = 0.76). 
Specifically, participants read an article either assigned to an entity condition or to an 
incremental condition, then, after reading the article, participants were asked to sum up 
the article in one sentence – as an attention check for the manipulation– and finally being 
followed by the implicit theory measurement. 
Normal vs ugly product manipulation: Then, participants imagined themselves shopping 
at a grocery store, where every product sold is certified by national authorities of its 
quality and safety. In this manipulation, participants were only shown either a normal 
shaped and coloured fruit (normal food) or an abnormally shaped and coloured fruit (ugly 
food). Additionally, following Grewal et al. (2018) paper, in order to account for the price 
and taste preferences, two products were chosen (strawberry and carrot), where it was 
shown either one or the other. Then, each participant was asked to answer the following 
questions.  
Purchasing decisions: Following the structure of studies made by Grewal et al. (2018) 
participants where asked if they would purchase the product, according to a 7-point Likert 
scale, given 3 items (α = 0.81).: “I would consider buying this product”; “I would like to 
try this product”; “I would not be inclined to buy this product” – where the last question 
was coded in reverse in order to obtain the participants purchasing intentions. Then, they 
read what the average price of 1 kilo of a package of strawberries (carrots) was and 
indicated their willingness to pay for the product demonstrated on the picture, using a 
sliding scale from 0€ to 10€. 
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Negative aesthetic effect: Following, participants were asked about the negative aesthetic 
effect. As mentioned previously, consumers assume that the more attractive design is 
functionally superior (Chaiken & Maheswaran, 1994), in other words, is a bias towards 
performance judgments upon the presence of aesthetic information (Hoegg, Alba & Dahl, 
2010). It was adapted a measure from Hoegg et al. (2010) to suit the intentions of this 
study, that is, to understand the degree of functionality that the food exhibited had, with 
regards to its appearance, since it is expected that consumers that see unattractive produce 
expect a worse performance. Hence, participants were asked to give their opinion, on a 
7-point Likert scale, about the followings sentences (α = 0.90): “ I find this product far 
superior in terms of cooking purposes when compared to similar products”; “I find this 
product far superior to eat when compared to similar products”; “I find this product far 
more effortless to prepare when compared to similar products”; “I find this product to 
have far more nutritional value when compared to similar products”; and “I find this 
product to be far healthier when compared to similar products”. 
Product attractiveness manipulation check: To verify if there has been a shift in people’s 
opinions towards the attractiveness of the products, according to a scale adapted from 
Blijlevens et al. (2017) - which was created as a measurement for aesthetic pleasure, 
analysing products according to its beauty and typicality - participants were asked to give 
their opinion, on a 7-point Likert scale, about the followings sentences (α = 0.90).: “I find 
this product beautiful”; “I find this product pleasing to see”; “I find this product nice to 
see”; “I like to look at this product”; “I find this product typical”; and “This product is 
representative of similar products”. Hence, these measures will help confirm if the normal 
(vs. ugly) produce was indeed perceived as more (or less) attractive by participants. 
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Socio-Demographics: Finally, participants were asked general questions about their 
demographics, such as their age, gender, country of birth and city, in order to obtain more 
data about the kind of participants that were answering this study. 
4.2.3 Missing data and outliers 
For the negative aesthetic effect14, purchasing intentions15, as well as, the product 
attractiveness manipulation check 16, it was not found any outliers. Moreover, around 3% 
of the sample was deleted, since some participants did not meet the attention check item. 
More specifically, these participants stated that they had read only the first paragraph or, 
when asked to summarize the text, they answered nothing similar to the actual 
information presented, therefore, the manipulation could not be assumed to have worked, 
originating a final sample of 215. 
4.2.4 Reliability Analysis 
According to the same methods and justification provided above, to verify the reliability 
of the data of the final questionnaire it was used the Cronbach’s alpha and the Cronbach’s 
alpha if an item is removed. In the current study, all scales presented – implicit theory of 
beauty measurement17; purchasing intentions18; negative aesthetic effect19; product 
attractiveness manipulation check 20 – had a Cronbach alpha coefficient above 0.7, 
therefore, no item was deleted from the analysis as it represented a reliable data source. 
5. Main Analysis 
5.1 Manipulation Check 
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Before performing any tests with regards to the hypothesis, the manipulation of the 
implicit theory was once again verified to prove whether it had worked properly. As such, 
a One-Way ANOVA was performed to explore the impact of the texts provided at the 
beginning of the questionnaire, with regards to the implicit theory of beauty measurement 
adapted from Dweck et al.’s (1995). The goal was to verify if there was a statistically 
significant difference among the means of the two groups. All assumptions of ANOVA 
were checked first21. However, the normality test was shown to be significant (entity 
theory p = 0.04, incremental theory p < 0.001), nevertheless, as the sample presented a 
number larger than 30 the violation of this assumption should not cause any problems 
(Pallant, 2011). 
There was a statistically significant difference at p < 0.01 level in the implicit theory of 
beauty manipulation for the two groups22 (MEntity = 3.125, SDEntity = 1.32; MIncremental = 
2.448, SDIncremental = 1.26; F(1,214) = 14.65, p < 0.001), meaning that participants in the 
entity condition were more likely to believe beauty as something intrinsic and fixed 
compared to participants in the incremental condition.  
5.2 Main Effect of Implicit Theories on Purchasing Intentions of Ugly Food 
5.2.1 Two - Way ANCOVA: Variables 
The study that followed involved a Two-Way ANCOVA. This was performed to control 
for potential variables which could influence the dependent variable, and therefore, 
allowing for a more accurate conclusion to be drawn. The independent categorical 
variables were the type of implicit theory (entity or incremental) and the ugly/normal food 
condition (normal or ugly), then, for the dependent variable, it was considered the 
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willingness to pay and the purchasing intentions of the participants, and lastly, the type 
of fruit or vegetable showed (fruit vs vegetable) was used as a covariate23 to control for 
possible interferences. The Two-Way ANCOVA will also be helpful to test the main 
effect for each independent variable and to explore the possibility of an interaction effect. 
5.2.2 Two - Way ANCOVA: Result and Analysis 
Preliminary checks were conducted to ensure there was no violation of the assumptions. 
Normality was assumed throughout, due to the large sample size used. With regards to 
the homogeneity of variances, the dependent variable willingness to pay had a significant 
level (p > 0.0524), yet the dependent variable purchasing intentions did not25. The analysis 
of variance can be reasonably robust to violations of this assumption, provided that the 
size of the groups is reasonably similar (Stevens, 1996, p. 249) - Ugly/Normal = 1.009 
and Entity/Incremental = 0.762 - therefore, the data should still be considered. 
Regarding the willingness to pay26, after controlling for the type of fruit or vegetable 
variable, there was not a significant interaction effect between ugly/normal food and the 
type of implicit theory (F (1,210) = 0.83, p = 0.36), that is, the effect of the implicit 
theories of beauty variable did not dependent on the level of the normal vs ugly food 
variable, being safe to analyse the main effects of the independent variables separately. 
Regarding the main effect, there was a significant main effect for ugly/normal food (MUgly 
= 1.96  vs MNormal = 2.63, F(1,210) = 14.178, p < 0.001), yet there was no significant 
main effect for the type of implicit theory (MEntity = 2.18 vs MIncremental = 2.38, F(1,210) 
= 0.04, p = 0.84).  
 
23 Including other covariates, such as language and age, which could have affected the results, were proven to have similar patterns, therefore, the analysis will remain with the 
fruit vs vegetable as a covariate – Appendix 12 
24 Appendix 10.1 
25 Appendix 10.2 
26 Appendix 10.3 
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With concerns to the purchasing intentions of the participants’27, once again after 
controlling for the type of fruit or vegetable variable, it provided very similar results. 
There was not a significant interaction effect between ugly/normal food and the type of 
implicit theory (F (1,210) = 0.64, p = 0.43), therefore, it is safe to move into the main 
effects of the independent variables. Regarding the main effect, there was a significant 
main effect for ugly/normal food (MUgly = 4.32  vs MNormal = 5.70, F(1,210) = 49.02, p < 
0.001), yet there was no significant main effect for the type of implicit theory (MEntity = 
4.96 vs MIncremental = 5.05, F(1,210) = 0.04, p = 0.84).  
Hence, given the results of these two ANCOVAs, when considering the type of implicit 
theory of beauty (entity vs incremental), participants did not differ in the willingness to 
pay, nor their purchasing intentions. However, participants responded differently in these 
same variables when it was shown a normal or ugly food, that is, participants when shown 
ugly food seemed less willing to purchase the product, in both the incremental and entity 
condition. 
The former effect shows that the defined H1 cannot be supported – there is no relationship 
between implicit theories and the purchasing intentions/willingness to pay when it was 
shown a normal or ugly food. It can also be concluded that priming people’s beliefs about 
beauty (fixed or malleable) did not influence their purchasing intentions of uglier food. 
Nevertheless, an additional study was made to verify if by priming people’s beliefs about 
beauty it changed the way they saw the product’s attractiveness.28 Hence, it was compared 
the product attractiveness manipulation check with the independent variables. While 
controlling for the type of fruit or vegetable variable, there was no interaction effect 
 
27 Appendix 10.4 
28 Appendix 11.2 
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(F(1,210) = 0.07, p = 0.79)  and the main effects were consistent with past research and 
the previous tests performed, that is, there was a significant main effect for ugly/normal 
food (MUgly = 3.64 vs MNormal = 5.06, F(1,210) = 77.81, p < 0.001), but no significant 
main effect for the type of implicit theory (MIncremental = 4.34 vs MEntity =  4.35, F(1,210) 
=  0.76, p = 0.38). This means that the manipulation of the implicit theory of beauty did 
not affect how participants perceived the beauty of the product and confirmed, once again, 
an aesthetic premium. 
5.3 Negative Aesthetic Effect 
5.3.1 Two – Way ANCOVA: Variables 
Even though the main hypothesis (H1) has been proven not to be supported, it is 
fundamental to understand whether the negative aesthetic effect (mediator) played a role 
in the results. Hence, for that reason, the following analyses consisted of two independent 
categorical variables, the type of implicit theory (entity or incremental) and the 
ugly/normal food condition (normal or abnormal), and one dependent variable, the 
negative aesthetic effect measure. Just as previously, it was performed a Two-Way 
ANCOVA, in order to control for potential variables which might influence our 
dependent variable. 
5.3.2 Two – Way ANCOVA: Results and Analysis 
Once again, all assumptions were verified, in order to perform this test. Firstly, there was 
no correlation between the independent variables (F(1,210) = 0.02, p = 0.89) 29 – the type 
of implicit theory and whether the food is normal or ugly can be observed individually, 
while adjusting for the type of fruit or vegetable variable.  
 
29 Appendix 11.1 
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Secondly, as opposed to the H2, there was no significant effect of implicit theories of 
beauty on negative aesthetic effect (MIncremental = 3.47 vs MEntity = 3.37, F(1,210) = 0.04, 
p = 0.85). This means that whether a participant was shown an incremental manipulation 
or an entity manipulation, it did not affect the negative aesthetic effect measure – they 
assumed similar results to the product’s functionality.  
Nonetheless, when an individual was shown an ugly product, compared to a normal 
product, he or she significantly scored lower in terms of its functionality  (MUgly = 3.03 
vs MNormal = 3.83, F(1,210) = 16.11, p < 0.001) - if it tasted better, was better to cook, 
etc. This finding is once again consistent with past research, as people judge more 
favourably what is considered aesthetically more pleasing, a phenomenon known as 
aesthetic premium. 
6. General Discussion 
6.1 Summary of Findings  
According to previous research, it could be expected that an entity theorist, that aims at 
self-signalling himself, would purchase a product that is more aesthetically pleasing. On 
the other hand, a consumer with an incremental belief would not be as much affected by 
the necessity to feel self-confident according to what they purchase and would be more 
focuses on the process and the ways to self-improve. Therefore, it would also be expected 
that an incremental theorist would have a lower bias towards performance according to 
the aesthetic. Nevertheless, the results from this study show that consumers’ belief in the 
fixedness or malleability of beauty did not influence the purchasing intentions of fruit and 
vegetables with abnormal shape and size (ugly food). Additionally, it was not found a 
relationship between the type of implicit theory and the negative aesthetic effect either, 
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that is, participants assumed similar results to the product’s functionality, given different 
beliefs (beauty can be fixed vs malleable). However, this study remains consistent with 
previous research in the sense that people judge more favourably what is considered 
aesthetically more pleasing - this was observed with the negative aesthetic effect measure, 
where uglier food was always found worse, as well as, in the product attractiveness 
manipulation check, where uglier food was found less attractive than normal food.  
6.2 Managerial Implications 
Reducing food waste is a pressing matter, especially today where many people are still 
living in poverty. Approximately, one-third of the food produced for human consumption 
is wasted and reversing this trend has become a necessity. This study aimed to find a 
possible explanation for why consumers do not opt for uglier food and, at the same time, 
find a solution to this problem. However, there was no effect on the belief in the fixedness 
or malleability of beauty and purchasing intentions of ugly food. Indeed, according to 
previous research, it was expected that a consumer with an entity perspective would 
purchase a product that is more aesthetically pleasing, in order to feel more self-assured 
and confident, rather than an individual with an incremental perceptive, that would be 
more focused on the process and the ways to self-improve. However, the results show 
that implicit theories of beauty did not affect the purchasing intentions of ugly food and, 
therefore, this means that managers should not target people according to these kinds of 
beliefs.   
Nevertheless, in this study, it was once again proven that a consumer will make 
judgements based on the appearance of the product. In previous papers, there have been 
found certain methods to change consumer perceptions and purchasing intentions. For 
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instance, applying anthropomorphism – “attributing humanlike properties, 
characteristics, or mental states to nonhuman agents and objects” (Epley, Waytz, & 
Cacioppo 2007, p. 865) -   to an abnormally shaped product is an effective way to 
stimulate the choice for this type of products, as well as actually change the consumers’ 
behaviour (Cooremans, K., & Geuens, M., 2019), hence, making cardboards with carrots 
having jeans dressed on as legs, for instance, would be an interesting way to get 
consumers to purchase those products. Here, the marketing communication would be 
focused on the particularities of the product and enhancing its positive traits rather than 
the negative ones. Additionally, it has also been proven that it should be considered the 
influence of unattractive produce on consumer self-perceptions, therefore, retailers 
should incorporate elements that can offset the negative inferences consumers make about 
themselves when purchasing this type of product (Grewal et al., 2018), as an example, in-
store advertising with self-esteem enhancing messages could be a stimulating way to 
increase the choice of unattractive products.  
Given the literature review and current marketing campaigns, it could also be proposed 
to humanize ugly food, in order to improve the perception of these types of foods. For 
instance, in Dove’s campaign “You are beautiful the way you are”, where it was shown 
real life women of all ages, skin colours and hair types, the goal was to increase women’s 
self-esteem and self-confidence by stating that there is not just one type of beauty. If a 
retailed would create a short video or photo, meant to go viral, where every type of fruit 
and vegetable is celebrated for its quality and not aesthetic, it would create awareness and 
empathy from the consumer side towards these products. Nevertheless, future research 




6.3 Limitations and Possible Explanation for Findings - Future Research 
Directions 
The results from this study did not show an effect on implicit theories of beauty and the 
purchasing intentions of ugly food, therefore, it is extremely important to explore the 
limitations of the study, as well as, possible explanations for why the results were not as 
expected.  
A limitation that this study might have is a possible confounding, by not presenting a 
carrot and strawberry at the same time. To account for participants’ taste and preferences, 
both products were added to the survey, however, the consumer would only see one of 
these – therefore, their taste and preferences could still affect the scores given. Although 
the type of fruit or vegetable was always used as a covariate, in order to account for this 
possible confounding, it would be beneficial for future research to be shown various 
products at the same time to the participant. On this note, participants may also have been 
confused when answering the negative aesthetic effect measurement - “This product is 
far superior in this feature compared to similar products” – as participants were not 
directly comparing the fruit or vegetable to anything shown on the survey.  
Another possible limitation is the unbalanced sample across the age groups, indeed, this 
study has over 63% of participants between the 18-24 age gap, which can lead to a 
potential bias due to the snowballing process. Furthermore, it might be possible that each 
generation considers the concept of beauty as something different and, therefore, might 
be harder to manipulate and try to persuade what beauty truly is. When analysing the age 
group between 18-24 years old, they are deeply influenced by social media and the 
internet - through the usage of influencer and celebrities, it has been creating a single 
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aesthetic value (Mills, Shannon & Hogue, 2017). On the other end of the spectrum, 
currently there are more and more movements about accepting different types of beauty 
and yourself, as is, which are also changing people’s perceptions about beauty. Therefore, 
given the large number of participants between 18-24 years old that are constantly 
influenced due to different stimuli on the internet, it may lead to the question that the 
results are not representative of the entire population. For future research it would be 
advised to have a more broad and equally distributed sample across all ages. 
An alternative explanation that may arise is that implicit theories of beauty do not hold 
on food, but rather only on the perception of people themselves, as it was proven by 
Burkley et al. (2014), that states that people with a malleable concept of beauty were more 
vulnerable to appearance concerns than people with a fixed concept of beauty. Since no 
study was made connecting product choice and implicit theory of beauty, it may be that 
by manipulating the participant about beauty being fixed or malleable does not affect how 
they choose products and their purchasing intentions. In order to deepen this knowledge, 
it would be curious for future research to understand just until were can the manipulation 
of implicit theory of beauty affect other objects – that is, might not work in fruit and 
vegetables, but does it work in other things apart from people? 
Lastly, further research should be made in order to understand why the participant is 
always affected by the aesthetic premium – why does the aesthetic of the product has such 
a high impact on the purchasing intentions and then hopefully suggest some real 
managerial implications that could prevent the food waste problem. However, this study 
can be considered a good first step to understand how implicit theories, in the beauty 
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Appendix 4: Reliability Analysis Outputs Pre-test 






Appendix 4.2: T-test of Implicit Theory Measurement 
 
 





Appendix 4.4: Implicit Theory Measurement Scale (3 variables) 
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Appendix 9: One-Way ANOVA – Implicit Theory Measurement 







Appendix 9.2: One-Way ANOVA – Implicit Theory Measurement – Result 
 
 
Appendix 10: Two-Way ANCOVA – Willingness to Pay & Purchasing Intentions 





Appendix 10.2: Two-Way ANCOVA – Purchasing Intentions – Assumption Check 
 
 










Appendix 11: Two-Way ANCOVA – Negative Aesthetic Effect 












Appendix 12: Extra Tests with covariate Language & Age 
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